W hen the seventh generation of video game consoles began to hit the market in 2005 and 2006, it was quickly apparent that while the audience for video games and the industry producing them was increasingly stable, the role of the machines and the games they played was changing. Stories covering them appeared across the spectrum of mainstream media in North America, Europe, and Japan, and what was covered went beyond discussions of hardware functionality and questions of the effects of video game playing on children to discussions of video games as a part of daily life. Video game products were becoming mainstream, adapting a variety of functions and incorporating an increasingly sophisticated aesthetic that was designed to appeal to a broad audience.
the International Software Federation of Europe, found that 37 percent of people in the United Kingdom between the ages of 16 and 49 years play video games regularly, while in Spain and Finland, 28 percent of the population actively plays video games. The average video game player in the United Kingdom is 33 years old and over 80 percent of players are aged 20 years or over. In Spain, the average player is 26 years old, and in Finland, 30 years old (Emeling 2004; Nielsen Games 2008) . This growth and popularity has also resulted in increasing amounts of software production coming to the region.
In Australia, the average age of game players was 28 Given the numbers of households with frequent game players, video game consumption has also risen with the seventh-generation console and the rapid dissemination of mobile gaming. In 2005, video games were competing with more established media, and within a few years, global game sales surpassed Hollywood's box office (Nichols 2008) . The video game industry earned approximately US$77 billion globally in 2010. Hardware sales accounted for roughly US$22 billion, while software sales made up the remaining US$55 billion (Global Video Games Investment Review 2011). However, unlike Hollywood and in spite of the video game industry's own rhetoric, games sales drew only a fraction of the potential global market. A majority of game sales are divided between three markets: North America, Europe, and Japan. Figure 1 .1 highlights this pattern, mapping a majority of video game hardware sales globally. As it shows, roughly 80 percent of all video game sales are drawn from those three markets.
In Japan, the second largest market for video games worldwide, almost 80 percent of households play video games. As such, Japan provided a remarkable test market for video games in the first decades of the industry, though its influence has been seen as waning more recently. In spite of this, it has been the first market for the release of many games products (Croal and Itoi 2004) . No doubt, much of this is because Japan is home to two of the major companies in the industry: Nintendo and Sony. Games are also very popular in other Asian countries, with estimates that as much as 80 percent of South Korean households own at least one computer and use them for games. South Korea has become increasingly important in the production of online games; this propelled industry sales of US$1.7 billion in 2006 (Caldwell 2006) .
The global nature of video games goes beyond consumption, of course. The production of both the software, which has been the focus of video
